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Summary 
 
Problem statement 
The total value of services bought has become a considerable part of a company’s total expenditure 
(Axelsson & Wynstra, 2002). Therefore, more and more businesses have an increased focus on 
structuring the purchasing of business services (Vandermerwe & Rada, 1988). Because of the 
intangibility of services, buying organisations tend to rely more on subjective indicators to evaluate 
the service proposals in comparison with the evaluation of the proposals for goods. These subjective 
assessment criteria are captured in the concept of customer perceived value, which is the ratio 
between the benefits and sacrifices perceived by the customer (Monroe, 1987). The outcome of this 
customer perceived value equation is generally assumed to be a driver of customer satisfaction and 
repurchase decision. As a result this concept has been an important study object for marketing 
scientists and practitioners, although it has to a certain degree been neglected in an industrial buyer-
supplier relationship context and certainly in relation to business services (Hansen et al, 2008). 
Accordingly this study focuses on identifying the drivers of customer perceived value in business-to-
business service provision. Customer involvement has been identified as one of the drivers of 
customer perceived value in an industrial setting (Hansen et al., 2008). Other drivers are likely to 
impact customer perceived value of services as well, as suggested by the extant literature on services 
marketing and quality management. However, there is a lack of thorough research on the drivers of 
customer perceived value. The problem statement of this study is:   
 
What are the drivers of customer perceived value in business-to-business services? 
 
Earlier research in this field has always been conducted in one particular service segment. As the 
service industry contains many different service segments, this study tries to find drivers of customer 
perceived value which are generalizable across different service segments. This research could help 
business practitioners in a business-to-business service setting as customer perceived value is related 
to customer satisfaction, customer retention, customer loyalty, repeat business, positive word of 
mouth, customer attachment and growth in market share. (Grisaffe and Kumar, 1998) 
 
Research method 
From the literature review a theoretical model has been proposed in which customer involvement, 
corporate reputation, information sharing, flexibility, distributive fairness and perceived service quality 
have been hypothesised as the drivers of customer perceived value. Furthermore it has been 
hypothesised that shared goals would influence the relationship between information sharing and 
customer perceived value on the one hand and customer involvement and customer perceived value 
on the other hand. A survey has been conducted among purchasing officers in Belgium and more 
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particular in the Flemish market. The questionnaire has been administered in cooperation with the 
Belgian branch organisation of purchasing and logistics (VIB), and has been sent to 500 purchasing 
professionals belonging to a wide range of industry segments. The survey resulted in a total number 
of 102 valid responses (effective response rate of 20.6%) with experiences in more than 20 different 
service segments. 
 
Results 
The model with inclusion of shared goals as an independent variable explained 35.9% of the variance 
in customer perceived value. This study provides evidence that corporate reputation and flexibility 
have a significant impact on customer perceived value. However, no significant impact of customer 
involvement on customer perceived value was found. In addition, information sharing, distributive 
fairness and perceived service quality did not seem to impact the customer perceived value as well. 
The results do seem to indicate that the variable ‘shared goals’ is a driver of customer perceived 
value. Shared goals have shown to impact significantly customer perceived value, but did not 
moderate the relationship between information sharing and customer perceived value and customer 
involvement and customer perceived value.  
This research has made some notable contributions to our current understanding of customer 
perceived value. Primarily the theoretically suggested impact of customer involvement on customer 
perceived value is empirically investigated for the first time in an industrial service setting. For that 
reason, a valid contribution to literature can be claimed. Secondly, this research has illustrated that of 
the traditional drivers of customer perceived value investigated (information sharing, flexibility, 
distributive fairness, perceived service quality); only flexibility might have an impact on customer 
perceived value across different business-to-business service segments. Thirdly, it seems that shared 
goals in an industrial service relationship significantly impact the value perception of customers.  
 
Limitations and recommendations 
The conclusions of this study should be seen in the light of its limitations. The sample was rather 
limited in size, was geographically limited to the Flemish market and the majority of the respondents 
belonged to a large manufacturing organisation. Further research is needed to rule out the possible 
effects of these limitations. Some other suggestions for further research are provided as a potential 
answer to the limitations of this research. Primarily the model should be strengthened by bringing 
more antecedents into the model. Also additional research is needed to scrutinize the differences in 
customer perceived value creation between professional buyers and the end users of the service 
within a company. A last direction for future research could be to investigate the distinction in value 
perception amongst the different service category segments. The study has also resulted in some 
useful recommendations for practitioners. Customers clearly value a flexible business partner with a 
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solid corporate reputation. Furthermore it seems beneficial for the selling party to share common 
goals with the buyer to achieve a higher perceived value.  
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1. Introduction 
 
 
The procurement of business services has become a substantial element in a firm’s total acquisition of 
external resources (Axelsson & Wynstra, 2002). More and more firms move from manufacturing goods 
towards providing services or integrating products and services. This ‘servitization’ (Vandermerwe & 
Rada, 1988) will result in more interest in the interaction pattern between the selling and the buying 
party in a business-to-business environment. In addition to this, services have become the main 
driving force for economic growth and international trade to the extent that one can speak of the 
‘service economy’ (Fisk, Grove and John, 2000). This increasing importance of services is obviously 
reflected in the purchasing patterns of many organisations even to the extent that companies set up a 
specific service buying organisation as they acknowledge the impact of bought business services on 
their overall activities. Delivering a service that is perceived as valuable by the buying party is more 
than ever important for the service providing company if the company wants to be in a sustainable 
position.  
The highly intangibility and complexity of business services make it difficult for the buying party to 
value the purchased services or to assess different offers, proposals or service packages from 
suppliers. As various researchers have shown that organisational buyers view purchasing of business 
services as essentially different from purchasing of goods (Stock & Zinszer, 1987; Jackson, Neidell and 
Lunsford, 1995), it is clear that consequentially value perception in buying services will also be 
significantly different. In the definition of services by Grönroos (2000) the difference between 
products and services becomes very clear. “A service is a process consisting of a series of more or less 
intangible activities that normally, but not necessarily always, take place in interactions between the 
customer and employees and/or physical resources or goods and/or systems of the service provider, 
which are provided as solutions to customer problems”. As services have characteristics that lead 
customers to rely on other cues to assess the value of the received service (Hansen et al. 2008), it is 
essential to investigate the importance of these other cues or extrinsic factors. Despite the importance 
of the value concept, the difficulty with it in business markets is that value is perceived subjectively by 
customers (Kortge, Dean et al., 1993). In essence value of an offering can only be assessed after the 
purchase has been done so customers are forced to base supplier choice on signals from the supplier. 
Because of the intangibility of services, the value assessment of the service to be purchased is even 
harder for the customer. Differentiation between suppliers could come down to only a few critical 
factors such as for example the companies’ reputation, the buyer’s personal relation with the supplier, 
the information shared, etc. 
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Value has been touted as the central driver of customer satisfaction (Woodruff, 1997) and repurchase 
decisions (e.g., Anderson and Narus, 1998; Gale, 1994; Grisaffe and Kumar, 1998). Consequently 
marketers have focused on investigating the customer perception of value (Woodruff, 1997). Bringing 
value to customers seems to be a fundamental part of marketing but as far as known, little research 
has been conducted on this subject and especially in relation to service value. The concept of value 
expresses in monetary terms the total functionality or performance of a product offering in a given 
customer application (Anderson et al. 1993; Anderson and Narus, 1998). This means each product or 
service can be viewed as having two elemental characteristics: its value and its price. Recently these 
two aspects have been combined in the adoption of the Total Cost of Ownership (TCO) concept of 
buying in a business-to-business environment. TCO is a cost accounting application that enables 
purchasing decision-makers to combine value and price in making sourcing decisions. Also in practice 
it is known that purchasing organisations step away from measuring purchasing performance only by 
traditional cost reductions such as, discounts or unit prices, but move in the direction of measuring 
the total value a purchase has brought to the organisation. In industrial marketing, the value 
construct has often been neglected, leaving it to other disciplines, such as engineering, production 
management, or strategic management. Textbooks on business-to-business marketing still frequently 
limit the concept to the pricing chapter when comparing value pricing with other, more traditional 
pricing methods, such as cost-plus pricing or probability pricing. However, the value concept is of 
utmost importance when analyzing industrial buyer-supplier relationships. (Ulaga & Chacour, 2001).  
Combining the value concept and the growing importance of business-to-business services, the main 
focal point of this study is to give insight into the drivers behind customer perceived value in buying 
business-to-business services. Hansen et al. (2008) has described the influence of corporate 
reputation, information sharing, distributive fairness and flexibility on the customer perceived value in 
B-t-B relationships. The Hansen et al. (2008) research focused on these value drivers but came to the 
conclusion that potentially additional drivers could also have an impact on the customer perceived 
value as for instance customer involvement with the purchased service. Within the consumer literature 
it generally assumed that high involvement results in a high level of satisfaction (Mudie et al., 2003, 
Richins and Bloch 1991; Shaffer and Sherrell, 1997). Research within the Spanish telephone industry 
(Ruiz et al., 2007) has shown that the customer level of involvement is related to satisfaction and 
value perception of the customer. In contrary with this consumer market, within a business-to-
business service environment not much is known on the relationship between customer’s level of 
involvement with the service and the perceived value. Russel-Bennet et al. (2007) suggests that in a 
business context, involvement is an antecedent to satisfaction but does not relate this concept of 
customer involvement to the customer perceived value concept. Other drivers are likely to impact 
customer perceived value of services as well, as suggested by the extensive literature on services 
marketing and quality management. However, there is a lack of thorough research on the drivers of 
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customer perceived value. The problem statement of this study will therefore be: What are the drivers 
of customer perceived value in business-to-business services? 
 
Furthermore the study of Hansen et al. (2008) has been conducted within the telephone industry 
which makes the results not generalizable across industries. An important research opportunity is to 
retrieve the drivers behind value perception which could be generalized across service industries. This 
could be achieved by repeating the Hanson et al. (2008) study within a broader spectrum of service 
industries and this will be a secondary focal point of this study. The outcome of this research can have 
drastic managerial implications for companies providing business-to-business services as customer 
perceived value is correlated with customer satisfaction, customer retention, customer loyalty, repeat 
business, positive word of mouth, customer attachment and growth in market share (Grisaffe and 
Kumar, 1998).  
Methodology: 
The literature review will be the basis for modelling the effect of different value drivers on the 
customer perceived value in business-to-business services. Hypothesis will be developed and tested by 
using a written survey based on existing questionnaires. This questionnaires will be sent to 500 
purchasing officers within the Belgian market. Contact data has been obtained from the branch 
organisation for purchasing and logistics in Belgium (VIB). This organisation has members within all 
market segments in the Flemish market and is therefore an attractive research partner for this study.  
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2. Literature review 
 
 
This chapter starts with giving a definition and description of the main construct of this study, 
customer perceived value (CPV). This will be done by analysing the existing literature on customer 
perceived value. Further and starting from literature, the different hypothesized variables will be 
discussed in detail.  
The theoretical perspective used to come to the hypothesized model is based on the assumption that 
customer perceived value is even in an industrial setting not only influenced by rational criteria. This 
theoretical assumption has been used in the work of Hansen et al. (2008). This assumption has his 
origin in the idea of Ravald & Grönroos (1996) who stated that value may also be relationship related. 
Accordingly, relational value-based drivers should be looked at in addition to service-related drivers 
(Lapierre, 2000). 
Within this perspective it is hypothesized that the variables ‘corporate reputation’, ‘information 
sharing’, ‘distributive fairness’ and ‘flexibility’ are drivers of customer perceived value.  
2.1 Customer perceived value 
 
To provide a good understanding of the concept of customer perceived value (CPV) it is appropriate to 
first describe the value concept before deepening the main construct of the paragraph; customer 
perceived value. 
 
Value has been approached from many different perspectives. Most are derived from the field of 
economics, including exchange, utility and labor value theories but also marketing, accounting and 
finance. Although value has been mainly described within economics, it also has roots in psychology 
and social psychology but these will not be part of this study. Even though many definitions of value 
can be found in literature two definitions of value seems to be appropriate for the business definition 
of value: 
 
- Value is the quality of a thing according to which it is thought of as being more or less 
desirable, useful, estimable, important, etc. (Rutner & Langley, 2000) 
- Value is a fair or proper equivalent in money, commodities etc. for something sold or 
exchanged; a fair price. (Rutner & Langley, 2000) 
  
The economics-based view of value explains that consumers spend their income so as to maximize 
the satisfaction they get from products (Bowman & Ambrosini, 1998). This theory has been the basis 
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for a lot of work on consumer value, customer value and relationship value which relates to the main 
focal construct of this literature review, customer perceived value. Adding to this within the research 
on the exchange theory, value has been very implicit. Kotler (1972) defines this within the marketing 
area as follows: 
- “A transaction is the exchange of values between two parties. The things-of-value need not to 
be limited to goods, services and money; they include other resources such as time, energy, 
and feelings.” 
  
The extensive amount of literature on value has been categorized by Payne and Holt (2001) into nine 
core streams of research. These nine streams have been further split up into the key influences in the 
value literature, the more recent perspectives and the newer developments. Figure A of the appendix 
shows an illustrative selection of the main contributors within these nine core streams. The research 
of Payne and Holt (2001) concludes that many of the concepts of value overlap to some extent with a 
blurring of distinction across different forms of value. 
 
One of the nine core streams as defined by Payne and Holt (2001) is customer perceived value. The 
reason for introducing the concept is the importance to differentiate between the means contributing 
to value creation, and the perception of value as an end (Hansen et al. 2008). Various definitions of 
this concept can be found within literature but usually limited to the literature on pricing. 
Monroe (1987) has defined customer-perceived value as the ratio between perceived benefits and 
perceived sacrifices resulting in following equation: 
 
Customer perceived value = perceived benefits/perceived sacrifice 
 
In this definition Monroe (1987) states that sacrifices include all the costs the buyer faces when 
making a purchase: purchase price, acquisition costs, transportation, installation, order handling, 
repairs and maintenance, risk of failure or poor performance. With perceived benefits the author 
means some combination of physical attributes, services attributes and technical support available in 
relation to the particular use of the product as well as the purchase price and other indicators of 
perceived quality. Other definitions of value perceptions can be found in the work of Dodds et al. 
(1991) and Woodruff (1997). Dodds et al. conceptualized perceived value as a tradeoff between 
perceived quality and perceived psychological as well as monetary sacrifices. Their model indicates 
that perceived value is a direct antecedent of consumer purchase intentions. Woodruff (1997) came 
up with the customer value hierarchy model in which customer value is viewed as a hierarchically 
structured construct at levels of consumption goals, consequences and attributes. Woodruff (1997) 
concludes with stating that value resides in every stage of customers’ expectancy-disconfirmation 
process. The definition from Dodds et al. (1991) and Woodruf (1997) is derived from the earlier work 
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of Zeithalm (1988) who defines the customer perceived value concept as “perceived value is the 
customer’s overall assessment of the utility of a product based on a perception of what is received 
and what is given”. The difference of this definition of Zeithalm (1988) in relation to Monroe’s 
definition is the fact that Zeithalm also points out that perceived value is subjective and individual and 
therefore varies among consumers. Additionally he clarifies that a person might evaluate the same 
product differently on different occasions. Zeithalm (1988) offers a model of customer value 
incorporating intrinsic, extrinsic and price attributes as well as high-level abstractions in conjunction 
with perceived quality as drivers of perceived value. The intrinsic attributes are product or service 
specific involving the physical composition of a product or higher-level abstractions or attitudes such 
as service quality (Bitner 1990). 
Extrinsic attributes or cues can be related to the product or service but are not an integrated part of 
the product or service itself and may change over time (Zeithalm 1988). Identified cues by Zeithalm 
are price, brand name and level of advertising. Extrinsic cues are used over intrinsic cues when 
customers operate in a situation when no adequate information is available on the intrinsic attributes. 
Consequentially this has been the reason for many researchers to use the concept of customer 
perceived value within the research on customer relations within the service industry. In this 
perspective a study of Ruiz et al. (2007) gives an overview of the cues and antecedents of customer 
value across the existing literature in which the theory of Zeithalm (1988) has been empirically tested 
in a variety of different product categories and with numerous attribute cues. A distinction is made 
between unidimensional antecedents and multidimensional antecedents whereas multidimensional 
antecedents are one step further than unidimensional by aiming to capture the whole richness of 
customer value, identifying the major components of the construct of customer value. 
 
The concept of customer value perception can only be fully understood by introducing the buyer’s 
value chain needs. According to Porter (1985) the buyer’s value chain is a starting point for 
understanding what is valuable to a customer and it can be described as “... a series of actions a 
buyer (i.e. customer) takes in specific contexts with the aim of producing value for that customer” 
(Christopher et al., 1991). This represents the sequence of activities performed by an individual buyer 
with the various members in which the product or service is appropriate. According to Christopher et 
al. (1991), the customer’s own value chain gives insight in what is valued and why it is valued by the 
customer at a given time and place. This brings us to the concept of value judgment or the customer’s 
assessment of the value created for them by a supplier given the trade-offs between all relevant 
benefits and sacrifices in a specific-use-situation (Flint et al. 1997). Perceived benefits and sacrifices 
are a combination of different components. This is defined as the multiple component of value. Ravald 
and Grönroos (suggest 1996) suggest that trade-offs between benefits and sacrifices should not be 
restricted to the single episode level. Customer-perceived value should be extended to the 
measurement of “total episode value” taking into account both episode benefits and sacrifices and 
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relationship benefits and sacrifices, because the relationship itself can possibly have an impact on the 
total value perceived (Liu et al. 2002)  
 
Sweeney and Soutar (2001) created the perceived value scale or the so-called PERVAL scale. The 
basis of this work can be found in the earlier work of Sheth et al. (1991). This scale identifies four 
dimensions: emotional value, social value and two types of functional value: price/value for money 
and performance/quality. The scale demonstrates that consumers assess products or services not just 
in functional terms of expected performance, value for money and versatility; but also in terms of the 
enjoyment or pleasure derived from the product or service (emotional value) and the social 
consequences of what the product or service communicates to others (social value).  
 
Concluding it could be said that customer perceived value can be seen as an important approach as it 
links desired product and service attributes and performances to desired consequences within the 
usage context, as well providing a linkage to customer’s goals and purposes (Payne & Holt 2001).  
2.2 Customer involvement 
 
Equal to value, the construct of involvement has been studied from different perspectives. It has been 
actively researched in social psychology and marketing (Good, 1990). Most literature in customer 
involvement can be found in the area of advertising research. Despite this, within the literature some 
consensus can be found on definitions. The table below shows an overview of the most adopted 
definitions in literature.  
 
Definition Authors 
The general level of interest in the object or centrality of the object 
to the person’s ego structure. 
Day, 1970 
General level of interest in or concern about an issue without 
reference to a specific situation. 
Hupfer & Gardner, 1971 
Involvement is said to reflect the extent of personal relevance of 
decision to the individual in terms of the basic values, goals, and 
self-concept 
Engel & Blackwe,l 1982 
Involvement is a motivational state of mind of a person with regard 
to an object or activity. It reveals itself as the level of interest in 
that object or activity. 
Mitta,l 1983 
A person’s perceived relevance of the object based on inherent 
needs, values and interests 
Ziachowky, 1985 
Involvement is  a goal-directed arousal capacity Park & Mittal, 1985 
Table 1: Overview definitions customer involvement 
 
All definitions have different nuances but the red thread through them seems to be that involvement 
is the perceived value of a ‘goal-object’ that manifests itself as interest in that goal-object. This goal-
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object can be a product itself (as in product involvement) or a purchase decision (as in brand-
decision) involvement (Mittal & Lee, 1989). Product involvement is defined as: ‘The interest a 
consumer finds in a product class’, whereas purchase decision involvement or brand decision 
involvement is defined as ‘the interest taken in making the brand selection’. 
Parallel distinctions as proposed by Mittal and Lee (1989) can be found within literature. For example, 
Houston and Rothschild (1978) use the distinction between enduring involvement and situational 
involvement. Situational involvement stands for the involvement in a specific situation such as a 
purchase occasion or election. It is a temporary involvement, occurring for a particular purchase 
situation (Bloch & Richins, 1983; Shaffer & Sherrel, 1997). Situational involvement is heightened when 
the consumer perceives risk in a specific situation (Gilles & Kapferer, 1985).  
Enduring involvement means a customer’s general and permanent concern with the product class and 
refers to knowledge about a product category that a customer gains over time and this is stored in 
long-term memory (Gilles & Kapferer, 1985; Celsi & Olson, 1988). This knowledge base determines 
which aspects of information about the product category customers will attend to and which aspects 
they will discard (Bennet et al. 2005). Enduring involvement has also been defined as the intrinsic 
determinant of involvement (Bloch & Richins, 1983).  
Besides the distinction between enduring and situational involvement, there are other aspects 
influencing the concept of customer involvement: 
- Wright (1974): Customer involvement is influenced by physical characteristics related to the 
product. 
- Lastovicka and Gardner (1978): Customer involvement is influenced by personal characteristics 
related to the consumer. 
- Clarke and Belke (1978): Customer involvement is influenced by the situational factors related 
to the purchase decision. 
Zaichkowsky (1985) introduced the Personal Involvement Inventory (PII) in an effort to develop a 
measure of involvement based on the differences of involvement as discussed earlier in this 
paragraph. The PII concept was context free and applicable to all product types, including service.  
 
The level of involvement indicates the level of decision importance in the purchasing process and 
customers within a business context are likely to display attitudinal loyalty for high involvement 
purchases (R. Bennet et al., 2007). High involvement can be defined as a state in which a purchase is 
considered important or relevant to a consumer’s values or needs (Suh et al., 1997). A consumer with 
a high involvement level actively seeks out and uses information about the choice alternatives and 
follows a comprehensive process of decision making. The purchasing process requires planning and is 
expected that there will be more complex conscious engagement in cognitive activity (East, 1997; R. 
Bennet et als. 2007). Low involvement consumers on the contrary (i.e. the object, service or purchase 
is less important or relevant to their values and needs) tend to gather little or no evaluative 
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information about the choice alternatives faced and tend to follow relatively simple, non-
comprehensive decision making processes (Rothschild, 1979; Zaichowkly, 1985). The purchasing 
process can be defined as a more habitual process (East, 1997).  
 
Although the role of involvement has not been studied extensively within the service segment, it 
seems that involvement has an important role to play (Varki & Wong, 2003). The service encounter 
which involves personal interactions between the service provider and customer can be expected to 
add an interpersonal dimension to the buyer-supplier relationship and thus providing a greater role of 
involvement in service marketing (Varki & Wong, 2003; Liljander & Strandvik, 1995). Zeithalm & 
Bitner (2000) claim that if a customer is more involved, he or she usually places higher value on the 
received service. Involved customers have some market expertise and because they spend more time 
seeking information, available alternatives, etc., they are in a better situation to judge the service 
provider (Kotler, 1994). Furthermore involved customers perceive higher risks in relation to service 
delivery and they are therefore more likely to tolerate greater sacrifices in order to find a provider 
capable of satisfying their high expectations and needs (Gassenheimer et al., 1998). 
 
Resulting from the discussion on customer involvement and customer perceived value the first 
hypothesis for this research is: 
 
H1:  Customer’s level of involvement with the service has a positive influence on the customer 
perceived value of the service. 
 
2.3 Corporate reputation 
 
From different research fields the concept of corporate reputation has been studied mainly in the 
fields of economics, organizational theory and marketing. Within economics, reputation is analyzed in 
relation with product quality and price (Shapiro, 1983; Wilson, 1985). Economical research 
conceptualizes corporate reputation as insiders’ or/and outsiders’ expectations and estimations of 
specific organizational attributes (Keh & Xie, 2009). Organizational researchers examine reputation as 
being a social identity and portray it as an important and intangible resource which may significantly 
contribute to an organization’s performance and even to its survival (Nguyen & Leblanc, 2001; Hall, 
1993; Rao, 1994). Organizational researchers build from the institutional theory that characterizes 
corporate reputation as a global impression reflecting the perception of a collective stakeholder group 
such as customers, employees and investors (Heh & Xie, 2009). In the marketing research the 
concept of corporate reputation is named ‘brand equity’ (Aaker, 1996). It stands in close relation with 
the credibility of a firm (Herbig et al., 1994). Multiple definitions have been published throughout the 
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literature either adopting the economical view or the institutional. A consensus between the definitions 
can however be found in the fact that corporate reputation is a result of past actions of a firm 
(Nguyen & Leblanc, 2001).  
Yoon et al. (1993) define corporate reputation as a mirror of the firm’s history which serves to 
communicate to its target group information regarding the quality of its products or services in 
comparison with those of its competitors. Herbig & Milewicz (1993) state that corporate reputation is 
formed as a process that accumulates the judgments over time of various groups who interact with 
the firm. Barnett et al. (2006) attempted to map the definitional landscape of corporate reputation 
and ended their research with formulating an own definition of corporate reputation: “Corporate 
reputation is the observers’ collective judgment of a corporation based on assessments of the 
financial, social, and environmental impacts attributed to the corporation over time.” 
 
The role of corporate reputation can not be underestimated in today’s economical system as it will 
influence the customer’s willingness to either provide or withhold support. So, if customers develop a 
negative perception of the company or its products, sales and profits assuredly will decline (Gray & 
Balmer, 1998). This is a result of the buyer’s expectations with respect to the quality of its offerings 
(Nelson, 1970).  
 
When bringing corporate reputation in relation with buying services, an important item to be 
mentioned is the fact that corporate reputation can mitigate uncertainties about the offering’s 
performance (Yoon et al., 1993). As business services are intangible and difficult to assess, the 
corporate reputation of a service firm could create some grip for the buying party in assessing a 
service offering. A study of Yoon et al. (1993) concludes that the service firms should build and 
maintain superior reputation because a buyer’s response to any given offering is highly correlated with 
the buyer’s perspective of the company’s reputation.  
 
Starting from the definition of customer perceived value and bringing it into relation with the 
discussion on corporate reputation it is plausible that corporate reputation has a positive influence on 
the perceived benefits and has a negative influence on the perceived sacrifices. This brings us to the 
second hypothesis of this research: 
 
H2:  Corporate reputation has a positive effect on the customer perceived value of the service. 
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2.4 Information sharing 
 
A lot of the literature exists on information sharing within the supply chain. Within this literature, 
sharing information and optimizing the sharing of information between the parties in the supply chain 
is generally been seen as one key to success. Efficient information sharing between supply chain 
partners is getting even more and more important when held in the light of new supply chain 
practices such as click and mortar, drop shipping and vendor hubs. 
The main focus of this study however will be on the concept of information sharing within the buyer-
supplier relationship context. Within this field Cannon & Homburg (2001) define information sharing 
as the extent to which the supplier openly shares information about the future that may be useful to 
the customer relationship. Lages et al. (2004) refer to this same construct as the amount or frequency 
of information sharing or how long and how often the supplier and the buyer openly enter into contact 
with each other (Farace et al., 1997). The proposed construct consists of three items: 
- The frequency of discussion on strategic issues 
- The sharing of confidential information 
- The frequency of conversation with the buyer about its business strategy 
Lages et al. (2004) propose that information sharing is vital as it can strengthen relationships. Also 
from a cost perspective sharing information can be crucial if the information shared by the selling 
party is used effectively by the buyer. For example, the buyer may be able to more easily predict the 
supplier’s future plans and adapt his own strategy to it. Wilson et al. (2001) mention sharing 
information with customers as a value-added activity within a service relationship. Anderson and 
Narus (1990) already noted in their study on business market relationships that open communication 
can foster conflict which can be the basis for identifying and solving problems related to lowering 
costs. 
 
From the above theoretical background it is fair to assume that information sharing can have an 
impact on the perceived sacrifices from the customer perceived value equation as it can lower the 
costs. Also the benefit side of the equation can be influenced as information sharing strengthens the 
relationship and can build up trust and confidence between buyer and supplier. Therefore the third 
hypothesis for this study is: 
 
H3:  Information sharing has a positive effect on the customer perceived value of a service. 
  
2.5 Distributive fairness 
 
Fairness is the belief in the justice of an outcome, process or interaction (Bolton et al., 2003). The 
terms ‘fairness’ and ‘justice’ are used interchangeable within literature and will therefore also be used 
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as equivalents in this study. From the field of marketing, ‘fair’ could be defined as a global 
measurement of price acceptability (Lichtenstein et al., 1988). The construct of fairness has however 
not only been studied within marketing but in many other research fields including economics, 
psychology and organizational science. As a result, the conceptualization or domains of the constructs 
of fairness or justice are unclear (Thomas et al., 2002) 
Research has shown two types of fairness: distributive and procedural. These two types have been 
used as a theoretical framework within a wide range of contexts (e.g. Gililand, 1993; Mansour-Cole & 
Scott, 1998; Tyler, 1994). Procedural fairness relates to the processes, methods and rules used to 
derive outcomes (Leventhal, 1980; Lind and Tyler, 1988). Procedural fairness has six underlying 
principles: consistency, bias-suppression, representativeness, accuracy, correctability and ethicality 
(Seiders & Berry, 1998). As procedural fairness is not the main focus of this study, the concept will 
not be described in depth.  
Distributive fairness relates to an individual’s perception of resource allocation or the outcome of an 
exchange (Adams, 1965; Deutsch, 1975). The concept of distributive justice has its origins in the 
social exchange theory (Blau, 1964; Adams, 1965). Equally to procedural fairness, distributive fairness 
also has underlying principles: equity, equality and need (Seiders & Berry, 1998). The most commonly 
studied principle is equity. Equity refers to the recipient’s perception of whether or not rewards are 
proportional or fair, given the amount of inputs (Tyler, 1994). It relates to the customer’s expectations 
to receive a certain level of benefits that is commensurate with their costs of acquiring those benefits 
(Martin et al., 2009). The equity principle defines a fair exchange as one in which each party to an 
exchange receives an outcome in proportion to one’s contribution to the exchange (Messick & Cook, 
1983). The equality principle states that similar customers should be treated alike. The need principle 
however states that individuals with greater need should receive greater assistance (Martin et al., 
2009). 
Within the context of distributive fairness the concept of price fairness has widely been described in 
literature. The principle of dual entitlement (Kahneman et al., 1986) has played a prominent role in 
the research on this topic. The principle argues that price fairness perceptions are governed by the 
belief that firms are entitled to a reference profit and customers are entitled to a reference price. 
Changes in price should not be ruled by surplus demand or newly obtained monopoly power (Bolton 
et al., 2003). Buyer’s perception of a fair price has been considered a determinant of consumer’s 
willingness to buy and a reason for consumer’s resistance to buy (Maxwell, 2001). 
 
There has been considerable evidence in literature indicating that equity evaluations influence 
customer’s satisfaction, perceived service quality and repurchase decisions (Blodgett et al., 1997) 
which brings the concept of distributive fairness in relation with the earlier described concept of 
customer perceived value. Although services are difficult to assess, it might be possible that 
distributive fairness influences the perceived sacrifices of the customer perceived value equation. If 
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within a service relationship the distribution is perceived as unfair, it is most likely that the perceived 
benefits of the customer perceived value equation will be affected. This leads us to the fourth 
hypothesis of this research: 
 
H4:  Distributive fairness has a positive effect on the customer perceived value of the service. 
 
2.6 Flexibility 
 
Flexibility is generally described as the capacity to adapt (Goldon & Powell, 2000). The concept has 
been a topic for research for many years. The early focus of research was on the ability of a 
production factory to produce something other than originally intended (Goldon & Powell, 2000). For 
many years the main focus of the research on flexibility was related to production and operations 
management problems. The nature and sources of manufacturing flexibility have been broadly studied 
(Aranda, 2003). A few examples of types of flexibility within this area could be mentioned: volume, 
product, machine, routing and process flexibility. Later on, the literature focuses on the flexibility of an 
organization as a whole. Definitions available within the field of organizational flexibility propose that 
flexibility is an ability or capability which an organization possesses to change or react (Andersson, 
1993; Bolwijn & Kumpe, 1990; De Leeuw & Volberda, 1996; Eppink, 1978; Gustavsson, 1984; 
Monteiro & Macdonald, 1996; Upton, 1995). The work of Evans (1991) describes within this context 
two different dimensions of flexibility; temporal and intentional. This work however has been 
expanded by different researchers. Table B of the appendix gives an overview of the different 
commonly adopted dimensions of flexibility, a short description and scope. In relation to this, Sushil 
(2006) came up with a definition of enterprise flexibility which was defined as the ability of an 
enterprise to adapt to changing requirement of its environment and its stakeholders with minimum 
time and effort.  
 
The thorough research on manufacturing flexibility has been a good starting point for the study on 
service flexibility. Flexibility in services involves the introduction of new designs and services into the 
service delivery system quickly, adjust capacity rapidly, customize services, handle changes in the 
service mix quickly and handle variations in customer delivery schedules (Suarez et al, 1996). The 
core goal of service flexibility is improving the timing and quantity of resource allocations for 
performing a process to avoid employing human and material resources when they are not needed 
(Duclos et al., 1995). 
Another view on flexibility can be found in the relational contract literature (Noorderwier et al., 1990). 
Within this field flexibility is referred to as an actor’s willingness to modify an agreement in order to 
bring it in line with environmental conditions. It deals with the reaction an actor shows if his partner 
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asks him to modify an existing agreement. This literature has been the basis for research on flexibility 
in service relationships. Research on this refers to three different dimensions: an actor’s capability of 
reacting to another actor’s demand for modifications in a flexible manner, the actor’s willingness to do 
so, and the actual behavior the actor shows (Ivens, 2005). This implies that if a lack of flexibility from 
one of the actor’s increases, the service relationship loses value and consequentially the actor might 
decide to switch to another alternative. 
If we link customer perceived value to the discussion above, it seems logical that perceived benefits 
will be higher when the selling party is flexible towards the buying party. It is also plausible that a 
flexible supplier organization, who proactively or reactively adapts to changes, will lower the perceived 
sacrifices of the customer perceived value equation. Furthermore, a supplier who is inflexible in 
adapting running contracts will have a negative effect on the perceived costs for the buying party. 
This results in the fifth hypothesi of this study: 
 
H5: Flexibility has a positive effect on customer perceived value of the service. 
 
2.7 Perceived service quality 
 
The concept of quality has widely been described in literature throughout history. Till today, it is still a 
topic of intense interest within the academic research and definitely also within the business 
environment. 
Despite the high academic interest, no clear commonly adopted definition of quality is available within 
literature. As such a definition does not exist, different definitions of quality are appropriate under 
different circumstances. Regardless of the time period or context in which quality is examined, the 
concept has multiple and often muddled definitions and has been used to describe a wide variety of 
phenomena (Reeves & Bednar, 1994). Quality has been variously defined as value (Abbott, 1955; 
Feigenbaum, 1951), conformance to specifications (Gilmore, 1979; Levitt, 1972), conformance to 
requirements (Crosby, 1979), fitness for use (Juran, 1974), loss avoidance (Taguchi, 1989), and 
meeting and/or exceeding customer’s expectations (Grönroos, 1983; Parasuraman et al., 1985). All 
these definitions have been organized by Garvin (1984) into seven major categories: Transcendent 
quality, product-base quality, user-based quality, value-based quality, multidimensional quality and 
strategic quality.  
Multidimensional quality combines various aspects of product and service quality. Other than product 
quality, service quality has been an elusive concept primarily because of service intangibility, the 
problems associated with simultaneous production and receipt of service, and the difference between 
mechanistic and humanistic quality (Carman, 1990). Grönroos (1983) suggested that there were two 
types of service quality: technical and functional quality. Technical quality is what is received from the 
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service or the outcome of the service whereas functional quality is the manner in which the service is 
provided.  A substantial contribution to the literature on the concept of service quality has been done 
by Parasuraman, Zeithalm and Berry. First Parasuraman et al. (1985) identified four gaps that occur in 
an organization that can cause quality problems. These quality problems cause a fifth gap, which is 
generated between customer expectations of the service and perceptions of the service actually 
received (Carman, 1990). This fifth gap has than been adopted as the definition of service quality. In 
other words, the service quality based on the perception of customers is highly dependent on external 
clues (e.g. staff’s attitude and friendliness, and the forms, design, color and atmosphere of physical 
environment, etc.) acquired when they encounter the service provider (Lin, 2007). Later on 
Parasuraman et al. (1985) developed the SERVQUAL scale which was a 22-item scale to measure the 
perceived service quality. In later work, Parasuraman et al. (1991) have identified five dimensions of 
service quality: tangibility, reliability, responsiveness, assurance, and empathy. To have a clear 
understanding, it is needed to point out that perceived service quality is substantially different from 
actual objective quality (Zeithaml, 1988). Zeithalm (1988) explains that objective quality refers to 
measurable and verifiable superiority on some predetermined ideal standard or standards. It is related 
to the technical quality of a service as proposed earlier by Grönroos (1983). Perceived quality is 
defined as the costumer’s judgment about superiority or excellence of a product or service. Grönroos 
(1983) has defined this as functional service quality. 
 
As perceived service quality has been shown to be an antecedent of perceived service value (Bolton & 
Drew, 1991), it seems appropriate to bring this concept into the research. This assumption results into 
following hypothesis. 
 
H6:  Perceived service quality has a positive effect on customer perceived value of the service. 
 
2.8 Shared goals 
 
When overlooking the literature on shared goals between the buying and selling party, the major part 
has been published within the area of relationship quality and buyer-seller relationships. Within this 
literature Wilson (1995) defines the concept of shared goals as the degree to which partners share 
goals that can only be accomplished through joint action and the maintenance of the relationship.  
Further within this literature Morgan & Hunt (1994) explain that shared goals will be positioned as a 
driver of trust, commitment and relationship quality. Huntley (2006) confirms and strengthens the 
outcome of the research from Morgan & Hunt (1994) by stating that shared goals within a business-
to-business relationship have a strong influence on the relationship quality and customers value goals 
that are closely aligned with the suppliers. Parsons (2002) supports this by stating that when buyers 
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perceive that their goals are similar to their supplier’s goals, the quality of the relationship is higher. 
Other researches such as Day (1995) and Wilson (1995) even point out that the establishment of 
mutual goals is a prerequisite for success in dyadic relationships. It helps to keep relationships 
maintained because each party has something to gain from being in the relationship (Parsons, 2002). 
Morgan & Hunt (1994) bring the construct of shared goals in relation with the focal construct of this 
research, customer perceived value, by providing a definition of shared value. Shared value is the 
extent to which partners have beliefs in common about which behaviors, goals and policies are 
important or unimportant, appropriate and right or wrong. According to this definition, shared value is 
a broader concept including the shared goals construct. As the concept of shared value might be too 
broad to operationalize in this study, this will not be further used. Within the research area of 
customer perceived value, the importance of goals has been adopted and can be noted within the 
definitional landscape of customer perceived value. Woodruff (1997) defines this construct as 
“customer’s perceived preference for and evaluation of those product attributes, attributes 
performances, and consequences arising from use that facilitate (or block) achieving the customer’s 
goals and purposes in use situations”. As we have seen in the literature review on customer perceived 
value, this is important as it links desired product or service attributes and performance to desired 
consequences within the usage context, as well as providing a linkage to customer’s goals and 
purposes. Although the definitional landscape of customer perceived value, integrates the concept of 
shared goals, no clear evidence was found within literature that a direct link exists between the 
existence of shared goals between business partners and influence it has on customer perceived 
value. 
 
Shared goals have been associated in literature with other concepts earlier discussed in this literature 
review. Huntley (2005) suggests that buyers are more likely to recommend the supplier’s products 
and services when they work closely with a supplier with whom they share similar goals. This can be 
related to the concept of ‘customer involvement’ where the definitional landscape suggests that there 
is a consensus that customer involvement is the perceived interest in a goal-object. Starting from this 
definition it, could be argued that if shared goals between business partners exists, the involvement 
will be high. This brings us to following hypothesis: 
 
H7:  The influence of customer involvement on customer perceived value is higher when shared 
goals between the buying and selling party are high. 
 
Furthermore literature shows that within buyer-supplier relationships the exchange of goals is crucial 
in ensuring the quality of the relationship (Anderson & Weit, 1989). Hald et al. (2009) state that 
intensive communication on company goals and expectations are key in ensuring a successful dyadic 
relationship. This has been confirmed by Huntley (2006) who stresses the importance of 
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communicating the common goals and values between buyers and sellers. In general, to achieve 
mutual goals ‘partners’ work closely together resulting in a situation where many information is shared 
between the two parties to be successful (Huntley, 2006). 
 
When reviewing the construct of information sharing, it could be suggested that existence of shared 
goals between business partners will increase to information sharing amongst them. From this, 
following hypothesis can be brought up: 
 
H8:  The influence of information sharing on customer perceived value is higher when shared goals 
between the buying and selling party are high. 
 
The literature review can be summarized in the following theoretical model: 
 
 
Figure 1: Theoretical model 
+
+
+
+
Corporate 
reputation 
Information 
sharing 
Flexibility 
Customer perceived 
value 
Customer’s 
involvement 
Distributive 
fairness 
+
Perceived 
service quality 
+
Shared goals
Joris De Vulder 23 Open Universiteit Nederland 
850056453 
3  Methodology 
 
 
This chapter will first describe how the data in this research was collected and continues with giving a 
detailed description of the measures that were used in the empirical research.  
 
3.1 Research methodology and data collection 
 
The aim of this study is to give a better understanding of the effect of customer’s involvement on 
customer perceived value in a business-to-business service environment; furthermore this study tries 
to find value drivers which are generalizable across different service industries. Consequentially it has 
been chosen to conduct a survey within the Flemish business-to-business market to test the 
conceptual model proposed. No specific service industry was chosen as this would limit the 
generalizability of the research. 
To be able to reach the correct persons, purchasing officers, within the contacted organisation, the 
survey has been sent out by the Belgian branch organisation for purchasing and logistics (VIB). 
Members of this organisation belong to a broad range of industries within the Flemish market and are 
assumed to purchase different categories of business services. The hyperlink to the survey has been 
sent out to 500 members of the branch organisation for purchasing and logistics. The persons to 
receive the survey were randomly drawn from the organisations’ complete list of members but limited 
to the category of purchasing officer. A total of 103 persons have completed the survey and 1 answer 
has been removed due to manipulation of data. This resulted in a response rate of 20,6% which could 
be perceived as relatively low but generally the response rate within business research is low, due to 
difficulties in getting cooperation from the business (Baldauf et al., 1995). 
Each participant was asked to answer the survey based on the experience with one business service 
purchased by their organisation. To make the results more reliable and to lower the rate of incomplete 
surveys, the respondents were asked to only use services which comply with following criteria: 
- The business service should be commonly purchased; 
- The business service should represent some monetary value; 
- The organisation should have at least some experience with the service and service provider; 
- The business service should be rather standard within the industry and is bought by other 
organisations; 
- The business service should be sold by different competitors on the market. 
Since the original scales were developed in English, a translation was made into Dutch by a native 
speaker. To check for any inconsistencies, the scale was translated back to English by an external 
native English speaker. No major inconsistencies were found. 
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3.2 Measures 
 
Each construct is measured by using scales which are adopted from existing literature although some 
of the items have slightly been changed to fit the purpose. 
The scales for ‘customer perceived value’, ‘corporate reputation’, ‘information sharing’, ‘flexibility’ and 
‘distributive fairness’  are adopted from or based on the work of Hansen et al. (2008). The scale used 
to measure the mentioned constructs is a 7-point Likert scale with on the one end ‘totally agree’ and 
on the other end ‘totally disagree’. Hansen et al. (2008) have based the scale for ‘corporate 
reputation’ upon the work of Selnes (1993) in which the effect of product performance on brand 
reputation, satisfaction and loyalty was examined. For ‘flexibility’ and ‘information sharing’, Hansen et 
al. (2008) have used earlier work from Noordewier et al. (1990) within the area of buyer-supplier 
relationships. The measure for ‘customer perceived value’ and ‘distributive fairness’ have been self-
constructed by Hansen et al (2008). As Hansen et al. (2008) have conducted there research within a 
business-to-business service environment and the reliability of the scale show satisfactory results, it is 
appropriate to adopt these scales in this research.   
‘Involvement’ is measured by using a multiple item scale adopted from the research performed by 
Stell & Donoho (1996). In this study it is attempted to classify different services. Customer 
involvement is one of the variables used to create this service classification. Stell & Donoho (1996), 
based the development of the customer involvement scale on earlier work of Bloch (1981), who 
developed a scale to measure customer involvement in a specific product class. As Stell & Donoho 
(1996) and later on Ruiz et al. (2007) have used this scale within the service industry, it is appropriate 
to use this scale for this research purpose. To be consistent during our questionnaire, the scale is a 7-
point Likert. 
The construct of ‘shared goals’ is measured by adopting the work of McQuiston (2001). McQuiston 
(2001) has based the scale for ‘shared goals’ on existing literature and conducted his research within 
a business-to-business environment which makes it reliable to adopt in this research. The scale used 
is a 7-point Likert scale. 
Although the SERVQUAL-scale developed by Parasuraman et al. (1991) is commonly used to measure 
‘perceived service quality’ and is generally adopted across industries (Haemoon, 1999), it is chosen 
not to use this scale within this research. The main objections are that the SERVQUAL-scale is focused 
on consumer business and the scale has been widely criticized within literature (Cronin, 1992; 
Carman, 1990) because of the reliability and validity of the scale. Therefore ‘perceived service quality’ 
is measured using a multiple item scale as used in the work of Gallarza & Saura (2004) who partly 
based the scale on earlier work of Cronin (1992). Cronin (1992) reexamines the SERVQUAL-scale and 
develops a new more reliable and generalizable scale which makes it valid to adopt within our 
research. The scale is again a 7-point Likert scale.  
An overview of the questionnaire can be found in table C of the appendix. 
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4. Results 
 
4.1 Sample description 
 
In this section an overview will be given of the composition of the data sample.  
 
A first selection on function of the respondent within the organization is made by sending the survey 
only to persons who are registered at VIB as purchasing officer. This first selection reduces the 
categories of respondents in the sample to five categories when it comes to the function of the 
respondent within the organization. The frequencies for each category can be viewed in table 2. The 
majority of the sample consists of purchasing managers (49%) and senior purchasers/buyers 
(27.5%). This seems normal as VIB has those two purchasing functions as their main target group. 
Research of Cousins et al. (2005) on taxonomy of purchasing function validates this composition as 
being normal when conducting a survey amongst purchasing officers. 
 
  Frequency Percent Cumulative Percent 
Junior Purchaser/Buyer 2 2.0 2.0 
Medior Purchaser/Buyer 17 16.7 18.6 
Senior Purchaser/Buyer 28 27.5 46.1 
Purchasing Manager 50 49.0 95.1 
Commodity/Category Manager 5 4.9 100 
Total 102 100   
Table 2: Descriptive characteristics of the sample regarding purchasing function 
 
Furthermore the respondents were asked to describe the organization to which they belong by stating 
the number of employees, organizations’ turnover and industry segment. By combining the number of 
employees and organizations’ turnover, the company size could be retrieved (European Union, 2003). 
The sample shows that the majority of the respondents belong to a large organization (68.5%). 
Medium size organizations count for 26.5% of the respondents and a minority of the respondents 
(4.9%) belongs to a small size organization. The research of Cousins et al. (2005) confirms that this 
sample composition is normal when doing research on purchasing organizations. Table 3 gives an 
overview of the frequencies of the company size. 
 
  Frequency Percent Cumulative Percent 
Small 5 4.9 4.9 
Medium 27 26.5 31.4 
Large 70 68.6 100 
Total 102 100   
Table 3: Descriptive characteristics of the sample regarding organizational size 
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A total of 42 respondents or 41.2% of the respondents belong to a manufacturing type organization 
and is as a result the dominating category in the sample. The other respondents belong to a wide 
range of industry segments as frequency table D in the appendix shows. Also this sample composition 
could be seen as common and is confirmed by Cousins et al. (2005). 
 
Besides the description of the purchasing function and organizational characteristics, respondents 
were also asked to describe the service that is purchased within their organization. Four 
characteristics of the purchased service are touched: service category, relationship length with current 
supplier, service experience and monetary value of the service.  
Table E in the appendix indicates the different service categories that are represented in the sample. 
Three main categories dominate the sample: freight transport services (14.7%), maintenance repair 
and installation services (13.7%) and other professional, technical and business services (15.7%).  
 
When it comes to the relationship length with the service supplier, the respondents generally have a 
long relationship with the service provider with an average relationship length of approximately 8 
years and a range of 34, minimum 1 year and a maximum of 35 years of experience with the service 
supplier. The same sample composition is noticed when looking at the experience the respondent has 
with the service itself. Table 4 provides on overview of the sample composition. The majority of the 
respondents have more than 3 years of experience with the service which endorses that respondents 
apply the criteria set for choosing the purchased service. 
 
  Frequency Percent Cumulative Percent 
Less than 6 months 10 9.8 9.8 
Between 6 months and 1 year 3 2.9 12.7 
Between 1 year and 3 years 7 6.9 19.6 
Longer than 3 years 82 80.4 100 
Total 102 100   
Table 4: Descriptive characteristics of the sample regarding service experience 
 
Table 5 displays the monetary value the purchased services represent on an annual basis for the 
respondents’ organization. No dominating category can be distinguished but the category ≤ €10.000 
(2.9%) is underrepresented in the sample. As one of the criteria for choosing the services is that the 
service should represent some monetary value, it could be stated that the correct criteria are applied 
by the respondents. 
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  Frequency Percent Cumulative Percent 
≤10.000 3 2.9 2.9 
10.001 ≤ 100.000 21 20.6 23.5 
100.001 ≤500.000 22 21.6 45.1 
500.001 ≤1.000.000 8 7.8 52.9 
1.000.001 ≤5.000.000 22 21.6 74.5 
≥5.000.001 26 25.5 100 
Total 102 100   
Table 5: Descriptive characteristics of the sample regarding monetary value of the service 
4.2 Construct validity 
 
To test the reliability of the different scales used, a number of methods exist. A three-step item 
purification was executed by testing one multi-item scale at a time (Anderson et al., 1987). 
First the inter-item correlations were computed using SPPS 17.0. Peterson (1994) indicates that to 
increase the Cronbach’s Alpha and consequently the scale reliability, the inter-item correlation should 
be increased. This indicates that questions that negatively correlate should be deleted from the 
construct. Items could be retained if the correlation coefficient was significant at the 0.05 level 
(Robinson et al., 1991). All inter-item correlations are significant at the 0.01 level which is remarkably 
better than what Robinson et al. (1991) proposes. Secondly the internal consistency is tested using 
Cronbach’s Alpha. According to Nunnally (1978) a scale is consistent when α ≥ 0.7. To meet this 
requirement one question was deleted. The deleted question is indicated in table C of the appendix. 
Table 6 indicates that all scales show an alpha-coefficient higher than 0.75. Compared with the 
research of Peterson (1994) in which a meta-analyses of 4286 alpha-coefficients from 832 scientific 
articles has shown an average coefficient of 0.76, it could be stated that the measurement 
instruments’ reliability is satisfactory. This is also confirmed by Cuieford (1965) who proposes that the 
Cronbach’s Alpha higher than 0.7 indicates high reliability, the value between 0.70 and 0.60 means 
acceptable reliability, and the value lower than 0.60 means the reliability should be rejected.  
 
Thirdly an exploratory factor analysis was performed by making use of the principal component 
analysis. The varimax rotation method with Kaiser Normalization was used (Loehin, 1998). Although 
the high internal consistency of the items, the analysis showed that two items load high on other 
items and were consequently removed from the construct. The deleted questions are indicated in 
table C of the appendix. After the deletion of these items, the factor analysis shows satisfactory 
results and all items load on their respective factor. Four items load on two constructs but due to 
theoretical considerations and satisfactory scale analysis, it is decided to keep the items for the further 
analyses. An overview of the results can be seen in table 6. 
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Measures Cronbach’s Alpha Factor Loadings 
Customer perceived value 0.77   
Item 1     
Item 2     
Item 3     
Item 4     
Item 5     
Item 6     
Corporate reputation 0.82   
Item 1   0.75 
Item 2   0.85 
Item 3   0.83 
Information sharing 0.91   
Item 1   0.73 
Item 2   0.68 
Item 3   0.58 
Flexibility 0.89   
Item 1   0.71 
Item 2   0.81 
Item 3   0.76 
Item 4   0.84 
Customer’s involvement 0.76   
Item 1   0.59 
Item 2   0.85 
Item 3   0.79 
Item 4   0.70 
Distributive fairness 0.79   
Item 2   0.88 
Item 3   0.88 
Perceived service quality 0.90   
Item 3   0.50 
Item 4   0.74 
Item 5   0.87 
Item 6   0.75 
Item 7   0.77 
Item 8   0.72 
Item 9   0.72 
Shared goals 0.88   
Item 1   0.56 
Item 2   0.77 
Item 3   0.84 
Item 4   0.72 
Item 5   0.72 
Table 6: Chronbach’s Alpha & factor loadings
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4.3 Regression and hypothesis testing 
 
 
Multiple regression is the most important tool applied economists use to understand the relationship 
between two or more variables (Koop, 2000) and one of the most commonly used statistical 
estimation procedures in social science (Berry & Felman, 1985).  Also in this research multiple 
regression was used to test the proposed hypotheses. The results are summarized in this section. 
 
In this research the model as shown in figure 1 (p. 21) is tested whereas, customer perceived value is 
the dependent variable and corporate reputation, information sharing, flexibility, customer’s 
involvement, distributive fairness and perceived service quality are the independent variables. The 
moderating variable for information sharing and customer involvement is shared goals. To check the 
potential the risk of multicollinearity, the correlation amongst all variables is calculated in table F of 
the appendix. However, no exceptionally high values were found.  
 
The model with inclusion of shared goals as an independent variable explains 35.9% of the variance in 
customer perceived value. Table 7 gives an overview of the result of the regression analysis. 
 
Model     
N 102   
R Square 0.40   
Adjusted R Square 0.36   
      
Model B Beta Sig. 
Intercept 1.34   0.00*** 
Corporate reputation 0.19 0.19 0.05* 
Information sharing 0.04 0.06 0.61 
Flexibility 0.19 0.23 0.04* 
Customer's involvement 0.04 0.06 0.51 
Distributive fairness -0.05 -0.08 0.37 
Perceived service quality -0.05 -0.05 0.65 
Shared goals 0.27 0.34 0.00** 
Table 7: Results of the regression analysis 
 
 
Hypothesis 1 proposes that the level of customer involvement has a significant positive effect on the 
level of customer perceived value. Nevertheless, we could not find significant support for this 
hypothesis in the results (ß=0.04; p=0.51). Hypothesis 2 which suggests that corporate reputation 
has a positive influence on customer perceived value is supported by the model (ß=0.19; p=0.05). 
Hypothesis 3 imply a positive relationship between information sharing and customer perceived value, 
however the positive influence is too small to support the hypothesis (ß=0.04; p=0.61). Furthermore 
the theory indicates a positive relationship between distributive fairness and customer perceived 
value, hypothesis 4. Despite the theory, a slightly negative relationship is being noticed however of no 
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significant importance (ß=-0.05; p=0.37). No support for hypothesis 4 has been found. Hypothesis 5 
proposes that when flexibility in the service delivering is high, the customer perceived value will be 
high. This hypothesis is supported by the model (ß=0.19; p=0.04). Hypothesis 6 assumes that a 
positive effect exists between perceived service quality and customer perceived value. Also this 
hypothesis could not be supported by the model (ß=-0.05; p=0.65). A summary of the hypothesis 
testing can be found in table 9.  
 
Hypothesis 7 and 8 assume a moderating effect. This means that the moderating variable alters the 
direction or strength of the relation between a predictor and an outcome (Baron & Kenny, 1986). In 
this research hypothesis 7 suggests that the relationship between customer’s level of involvement and 
customer perceived value is strengthened when shared goals amongst the buyer and service sellers 
are high. Hypothesis 8 additionally suggest that the effect of information sharing on customer 
perceived value is higher when shared goals between the buying and selling party are high. To test 
these hypotheses, a two-step approach as described by Frazier et al. (2004) is used.  
First a regression analysis is executed including the independent variable and the moderator as an 
independent variable. Results are discussed earlier in this paragraph. Secondly, product terms (shared 
goals*information sharing) and (shared goals*customer’s involvement) are entered into the regression 
equation. Results are shown in table 8. 
Model     
N 102   
R Square 0.41   
Adjusted R Square 0.35   
    
Model B Beta Sig. 
Intercept 1.08   0.00*** 
Corporate reputation 0.18 0.19 0.05* 
Information sharing 0.02 0.06 0.61 
Flexibility 0.18 0.23 0.04* 
Customer's involvement 0.14 0.06 0.51 
Distributive fairness -0.05 -0.08 0.37 
Perceived service quality -0.05 -0.05 0.65 
Shared goals 0.36 0.34 0.00** 
Info. Sharing*shared goals 0.01 0.04 0.92 
Cust. Involvement*shared goals -0.03 -0.21 0.61 
Table 8: Results of the regression analysis including product terms. 
 
The results of the regression show that the interaction between information sharing and shared goals 
and between customer’s involvement and shared goals does not explain additional variance between 
the dependent and independent variables (R²=0.35). Hypotheses 7 and 8 are for that reason 
rejected. Table 9 together with figure 2 provides a summary of the hypotheses testing resulting in the 
final adopted model. 
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Table 9: Hypotheses testing summary     Figure 2: Final adopted model 
Hypothesis 1 Rejected 
Hypothesis 2 Confirmed 
Hypothesis 3 Rejected 
Hypothesis 4 Rejected 
Hypothesis 5 Confirmed 
Hypothesis 6 Rejected 
Hypothesis 7 Rejected 
Hypothesis 8 Rejected 
Corporate 
reputation (H2) 
Flexibility (H5) Customer perceived 
value 
Shared Goals
+ 
+ 
+ 
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5 Conclusions, discussion & recommendations 
 
In this final section of the study, the results of the research will be discussed together with the 
contribution of the research to the field of buyer-supplier relationships within the business-to-business 
service industry. Furthermore some limitations and recommendations for future research will be 
brought up. In the section on recommendations for business, it is attempted to find applicability of the 
new research findings. 
5.1 Conclusions 
 
It is believed that customers in business markets are more rational due to the existence of 
professional purchasers and professional sellers. Within the business-to-business research the focus 
has for this reason been on intrinsic product or service attributes when examining value drivers. This 
research continues the work of Hansen et al. (2008) by bringing in extrinsic attributes as drivers of 
economical value of a service and customer perceived value. Besides the traditional variables adopted 
from literature (information sharing, flexibility, distributive fairness, perceived service quality), this 
research brings two extrinsic attributes into the theoretical model: corporate reputation and customer 
involvement. Corporate reputation has been brought into the model in the earlier research of Hansen 
et al. (2008), whereas customer involvement is a new element added to the model and forms the 
problem statement: ‘What are the drivers customer perceived value in business-to-business services? 
As focus is put on customer involvement as driver of customer perceived value, it should show a 
critical importance in explaining customer perceived value in a business-to-business service setting. 
Furthermore within this research it is attempted to find drivers of customer perceived value in a 
business-to-business service setting which are generalizable across service segments. This has been 
achieved by broadening the service categories used in this study compared to earlier studies 
conducted. After the development of a theoretical model, eight hypotheses were formed and tested 
using multiple regression analysis.  
 
Two hypotheses are supported and one new value driver has been discovered. The research has 
showed that corporate reputation (H2) and flexibility (H5) have a significant impact on customer 
perceived value. Also shared goals seem to impact customer perceived value significantly although 
this was not hypothesized before. However, the study could not provide evidence that customer 
involvement (H1), information sharing (H3), distributive fairness (H4) and perceived service quality 
(H5) have explanatory power in relation to customer perceived value. Neither could it be confirmed 
that shared goals have a moderating effect on the relationship between customer involvement and 
customer perceived value on the one hand (H7) and information sharing and customer perceived 
value on the other hand (H8). Although no significance impact of customer involvement on customer 
perceived value was found during the empirical research, still a valid contribution to literature was 
made. First of all, to our knowledge, it is the first time that the theoretical suggested impact of 
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customer involvement on customer perceived value is empirically investigated in an industrial service 
setting. Only therefore, a contribution to literature can be claimed. In addition, this research has 
illustrated that of the traditional drivers of customer perceived value investigated (information sharing, 
flexibility, distributive fairness, perceived service quality) only flexibility might be generalizable across 
business-to-business service segments.  
5.2 Discussion 
 
In contrast with the theory, this study has not found a significant impact of customer involvement on 
customer perceived value. The assumption of Hansen et al. (2008) that customer’s level of 
involvement with the service would impact the overall value evaluation of the service received is 
empirically not supported and is hence not valid. It could be argued that in accordance with literature, 
customer involvement in services is typically a driver of value within consumer business (Zeithalm & 
Bitner, 2000). In consumer business, the buyer of the service is usually the same person experiencing 
the actual service delivery which impacts the overall assessment of the service received and impacts 
the level of involvement. Within the business-to-business service industry, the purchaser of the service 
is generally not the one experiencing the actual service delivery or experiencing service delivery 
encounters. This factor might have influenced the results. In addition, the presence of situational 
involvement could have an impact on the unexpected outcome. Bloch & Richins (1983) indicate that 
this type of involvement is a temporary involvement and only occurs for a particular purchase 
situation. As the respondents in this research are professional purchasers, it might be the case that 
involvement only exists during a sourcing exercise or specific purchasing occasion. This could 
potentially have impacted the effect of involvement on customer perceived value. 
The empirical research supports that corporate reputation influences customer perceived value 
significantly. This is in accordance with what can be found within the literature and replicates the 
findings of Hansen et al. (2008). An explanation for this finding can be found in the work of Yoon et 
al. (1993). In this study it is explained that corporate reputation limits the risk perceived by buyers 
when evaluating difficult to compare service offers. Reduction of risk can result in reduced perceived 
sacrifices and as a consequence increased customer perceived value. 
The empirical research showed that flexibility from supplier side does increase customer perceived 
value significantly. This is according to what can be found within literature (Hansen et al., 2008; 
Ivens, 2005). It seems that a customer perceives a supplier who is willing to adapt, as being favorable 
for the relationship between buyer and supplier. 
In contrast with flexibility, distributive fairness does not impact customer perceived value significantly. 
This is not in line with what could generally be found within literature. However, Hansen et al. (2008) 
experienced a similar outcome. They reason that: “Some part of the construct of distributive fairness, 
could be incorporated in the flexibility construct.” (Hansen et al, 2008) If a supplier shows flexibility, 
the customer could perceive that the cost and benefits are equally divided within the exchange 
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relationship between buyer and service provider.  As our research confirms the research of Hansen et 
al. (2008), it might be argued that distributive fairness is not a general driver of customer perceived 
value within a business-to-business service setting. 
In this study we have not found a significant impact of information sharing on customer perceived 
value. At first glance this seems remarkable as the literature and the research of Hansen et al. (2008) 
has indicated a significant impact. However the participants within this study are distinctively different 
from the Hansen et al. (2008) study in a way that information sharing between buyer and seller might 
be less intensive, leading to less frequent and less direct information exchange. The same reasoning 
as for customer involvement can be used to explain this outcome. In the Hansen et al. (2008) study, 
the survey participant is the main contact person whereas in this research professional buyers, 
purchasers and purchasing managers have participated who are presumed to have less intensive 
information sharing during a running service delivery activity. This logic is supported by the research 
of Cannon & Homburgs (2001) in which no evidence was found that the amount of information 
sharing has an impact on acquisition or operating cost within a buyer supplier relationship in a 
manufacturing area. However Cannon & Homburg (2001) did find evidence that the frequency of 
face-to-face, telephone and written communication did have a significance impact on cost and 
consequently on the perceived sacrifices side of the customer perceived value equation. But as 
discussed, it is assumed that the frequency of communication between professional buyers and sellers 
is lower.   
The findings of this study indicate that perceived service quality has no significant impact on customer 
perceived value. This is remarkable as starting from literature the opposite would be proposed. 
Zeithalm (1988) pointed out that perceived service quality is substantially different from service 
quality and is formed by external factors such as access, communication, responsiveness of the 
service provider and usually acquired during services encounters (Parasuraman et al, 1985; Lin, 
2007). As the participants in our study typically do not have frequent service encounters, the effect of 
perceived service quality might not be existent. In addition it might be the case that the effect of 
perceived service quality is to a certain extent captured in the effect of corporate reputation and 
flexibility. Corporate reputation is a way of communication from supplier to buyer on what can be 
expected from the supplier (Yoon et al. 1993) and could be categorized as one of the external 
attributes to perceived service quality. Also flexibility might be seen as an attribute to perceived 
service quality as flexibility supposes a certain degree of responsiveness for the supplier towards the 
buyer. Without responsiveness flexibility would not be existing. 
As no significant impact between customer involvement and customer perceived value on the one 
hand and between information and customer perceived value on the other hand was found, it seems 
logical that the moderating effect of shared goals as proposed in hypothesis 7 and 8 is not present.  
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Besides the findings related to the theoretical proposed model, an additional finding is noticed. The 
empirical research has shown evidence that the construct ‘shared goals’ has a significant impact on 
customer perceived value. Paragraph 2.8 of the literature review already indicated that no clear 
evidence for the result can be found in literature. However some indication in the direction of a 
positive relationship between shared goals and customer perceived value can be found. Shared goals 
as part of the shared value concept have proven to be an antecedent of perceived trust in a buyer-
supplier relationship (Morgan & Hunt, 1994). It might be the case that perceived trust reduces the 
uncertainties that arise in service offerings and consequently reducing the perceived sacrifices leading 
to increased customer perceived value. 
5.3 Limitations and recommendations for further study 
 
The results of this study should be interpreted in the light of some limitations.  
The first limitation that needs attention is the data used in this research. The sample might be 
inadequate to generalize the results. The following limitations on the used sample could be brought 
forward: 
- Limited sample size (102 usable questionnaires received) compared with earlier studies in 
which the sample size usually is significantly larger.  
- Sample size is geographically limited. Some regional differences are to be expected as the 
effect of extrinsic attributes on customer perceived value might be influenced by cultural 
dimensions. Further research is needed to distinguish the probability of region differences. 
- By using the branch organisation for purchasing and logistics (VIB) as a counterpart for 
sending out the survey, not all professional buyers had equal opportunity to be invited to 
participate to in this research. The dominant group of respondents represented in the sample 
belongs to a large manufacturing organisation in which the purchasing function is typically 
well established. Question is raised if this is effecting the results as this dominant group 
potentially has different tools at there disposal to evaluate service offerings. 
Secondly, the model for customer perceived value in a business-to-business service setting should be 
strengthened by bringing more antecedents into the model that could have a significant impact on 
customer perceived value. By connecting bits and pieces from literature a more powerful model could 
be tested. Some suggestions are: brand image (Cretu & Brodie, 2005), accumulated level of 
experience with the supplier, relational benefits (Ruiz et al. 2007) and more buyer-supplier 
relationship related antecedents such as perceived switching costs, share of business given to supplier 
and supplier satisfaction level (Liu et al., 2002). 
Thirdly, services can be categorized in many different service categories that substantially differ from 
each other. Although the intention of this research was to make results generalizable across different 
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service industries, it seems appropriate to scrutinize the different perceived value drivers for the 
various service categories. This might reveal subtle differentiation between service categories when it 
comes to customer perceived value drivers. 
Additionally it seems highly appropriate to investigate existing differences in drivers of perceived value 
for professional buyers only buying the service on the one hand and the end user of the business 
service encountering the actual service provision on the other hand.  
  
5.4 Recommendations for business 
 
From the research conducted, some managerial implications and recommendations for business 
practitioners could be drawn. 
Within buyer-supplier relationship literature, customer perceived value is assumed to play an 
important role as it is assumed to affect essential relational elements such as customer retention, 
customer loyalty, repeat business, positive word of mouth, customer attachment and growth in 
market share (Grisaffe & Kumar, 1998). In the customer relationship approach, the supplier should 
actively adopt the drivers behind perceived value to achieve these positive relational elements. 
Primarily the research has shown the relative importance of having shared goals between supplier and 
customer within a service setting. Towards professional buyers, it seems that shared goals appear to 
balance the perceived benefits against the perceived sacrifices. When approaching professional 
buyers, communication should focus on the similarities in vision and company management between 
the buying and selling party as well as communicating the mutual expectations. Also the adoption of a 
more proactive collaborative relationship approach with formal shared common targets could 
potentially lead towards increased customer perceived value.  
Secondly business practitioners should continuously work on company reputation. As this study does 
not have the purpose to discuss in depth how corporate reputation can be nurtured, it seems 
appropriate to give some recommendations in relation to customer perceived value. The intangibility 
of services causes the customer to rely on the corporate reputation of a service provider to assess the 
benefits versus the costs. The question for managers should therefore be: “How do we want 
customers to perceive our corporate reputation to favor the customer’s cost/benefit assessment”. By 
using corporate reputation as a communication tool a company should try to give the perception of 
supplying superior services compared to competitors. Focusing on getting across a good perception of 
e.g. innovation leadership, good corporate governance and corporate social responsibility, could 
impact the overall perceived reputation of a company in relation to the reduction of difficulties in 
assessing a service offer. However the list of aspects to focus on is not limited to the ones described 
above. 
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The remaining driver of customer perceived value is flexibility. From the research it is obvious that 
service companies should show a high degree of flexibility towards the customer. The service 
company should be able to respond quickly towards a changed customer demand. A key element 
could be that service personnel delivering the service have the ability to show flexibility when a 
customer is requesting a service change and company processes and procedures are built to allow 
flexibility. Furthermore it could be important to show willingness towards professional buyers to adapt 
running or long term contracts when there is a need for such adaptations. This could be seen as an 
opportunity to react on potential future benefits and sacrifices which could not been foreseen today.  
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Appendices 
Appendix A: Main contributor to value literature 
 
 
Figure A: Main contributors to value literature (Payne & Holt, 2001) 
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Appendix B: Dimensions of flexibility 
 
 
Dimension of flexibility Description Scope Authors 
Temporal Length of time that it takes an organization to 
respond to environmental changes 
Short term – medium 
term – long term 
Eppink (1978) ; Carlsson 
(1989); Evans (1991); Das 
& Elango (1995); Avison et 
al. (1995); De Leeuw & 
Volberda (1996) 
Range The number of options that an organization has 
open to it for change that was foreseen and the 
number of options it has available to react to 
unforeseen change  
Foreseen 
circumstances – 
Unforseen 
circumstance 
Ansoff (1965); Krijnen 
(1979); Carlsson (1989); 
Das & Elango (1995); 
Avison et al. (1995) 
Intention The way the organization is proactive or reactive Offensive – Defensive Ansoff (1965); Eppink 
(1978); Krijnen (1979); 
Carlsson (1989); Das & 
Elango (1995); Avison et 
al. (1995) 
Focus Whether the flexibility is gained internally to the 
organization or by managing external 
relationships with trading partners 
Internal - External Ansoff (1965); Das & 
Elango (1995); De Leeuw 
& Volberda (1996) 
Tabel B: Dimensions of flexibility 
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Appendix C: Questionnaire overview 
 
 
Variabele Question 
Our relationship to the service supplier is very beneficial for us. 
Our service costs have decreased more than we expected when the relationship to service supplier was established. 
It is more valuable for us to do business with current service supplier than with other services companies. 
We consider it very advantageous to be a customer of the service suppliers. 
After our relationship with the service supplier was established we spend fewer resources on monitoring the purchased 
service. 
Customer 
perceived value 
As a customer of the service supplier we get more value for money 
Service supplier has a good reputation amongst your colleagues and friends. 
Service supplier has a good reputation compared to their competitors. 
Corporate 
reputation 
Service supplier has a good reputation in the market in general. 
We are often informed by service supplier about issues that might relate to our relationship, 
Service supplier informs us rapidly on issues that might influence our future relationship. 
Information 
sharing 
Service supplier informs us rapidly on issues that might influence our day-to-day performance 
Service supplier is flexible in response to requests we make. 
Service supplier can readily adjust to meet unforeseen needs that might occur. 
Service supplier reacts quickly to our requests. 
Flexibility 
Service supplier adapts to our needs and wishes. 
My personal interest in the service is very high. 
The purchased service is relevant in my daily operations. 
I have the desire to keep up with information concerning the service. 
Customer 
involvement 
I spend a lot of time gathering information about the service. 
Service supplier always offers our firm the best prices and solutions.* 
What we gain from the relationship with the service supplier is unreasonable compared to how service supplier profit 
from having us as customer 
Distributive 
fairness 
What we gain from the relationship with the service supplier is unreasonable compared to what we have invested in the 
relationship. 
The service supplier provides the service reliable and consistently.** 
The service supplier provides the service in a timely manner.** 
The service supplier has competent employees who are knowledgeable and skilful. 
The service supplier has approachable and easy to contact employees. 
The service supplier has courteous, polite and respectful employees. 
The service supplier has employees listen to me and we understood each other. 
The service supplier has employees who are trustworthy, believable and honest. 
The service supplier has employees who make the effort to understand my needs. 
Perceived service 
quality 
The service supplier has employees who are neat and clean. 
We share a vision with our service supplier of what is necessary for mutual success. 
We have a set of formal criteria which we use to evaluate to prospective service suppliers. 
We know with certainty what our service supplier expects from us. 
We work proactively with our service provider to establish annual goals. 
Shared goals 
We can state with certainty that our service supplier has the same basic beliefs about running a business that we do. 
Tabel C: Questionnaire overview 
*  Question deleted after Chronbach’s Alpha. 
** Question deleted after exploratory factor analysis.
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Appendix D: Descriptive characteristics of the sample regarding industry segment 
 
 
  Frequency Percent Cumulative Percent 
Agriculture, forestry and fishing 2 2,0 2,0 
Mining and quarrying 2 2,0 3,9 
Manufacturing 42 41,2 45,1 
Electricity, gas, steam and airconditioning supply 6 5,9 51,0 
Water supply; sewerage and waste management activities 2 2,0 52,9 
Construction 10 9,8 62,7 
Wholesale and retail trade; repair of motor vehicles and motorcycle 1 1,0 63,7 
Transportation and storage 2 2,0 65,7 
Accommodation and food service activities 4 3,9 69,6 
Information and communication 6 5,9 75,5 
Financial and insurance activities 6 5,9 81,4 
Professional, scientific and technical activities 7 6,9 88,2 
Human health and social work activities 5 4,9 93,1 
Other service activities 7 6,9 100,0 
Total 102 100   
Table D: Descriptive characteristics of the sample regarding organizational industry segment 
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Appendix E: Descriptive characteristics of the sample regarding service category 
 
 
  Frequency Percent Cumulative Percent 
Other Services 5 4,9 4,9 
Construction services 5 4,9 9,8 
Wholesale trade services 1 1,0 10,8 
Retail trade services 1 1,0 11,8 
Accommodation, food and beverage services 6 5,9 17,6 
Passenger transport services 2 2,0 19,6 
Freight transport services 15 14,7 34,3 
Supporting transport services 2 2,0 36,3 
Postal and courier services 2 2,0 38,2 
Real estate services 2 2,0 40,2 
Leasing or rental services without operator 7 6,9 47,1 
Research and development services 1 1,0 48,0 
Other professional, technical and business services 16 15,7 63,7 
Telecommunications, broadcasting and information supply services 6 5,9 69,6 
Support services 3 2,9 72,5 
Maintenance, repair and installation (except construction) services 14 13,7 86,3 
Manufacturing services; publishing, printing and reproduction services 7 6,9 93,1 
Education services 3 2,9 96,1 
Human health and social care services 1 1,0 97,1 
Sewage and waste collection, treatment and disposal and other 
environmental protection services 3 2,9 100,0 
Total 102 100   
Table E: Descriptive characteristics of the sample regarding service category
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Appendix F: Correlation matrix 
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Customer perceived value -        
Corporate reputation 0.44** -       
Information Sharing 0.46** 0.38** -      
Flexibility 0.45** 0.41** 0.52** -     
Customer's involvement 0.26** 0.22* 0.29** 0.10 -    
Distributive fairness -0.09 -0.01 0.12 0.06 -0.12 -   
Service quality 0.35** 0.42** 0,43** 0,60** 0.20* 0.07 -  
Shared goals 0.55** 0.40** 0.66** 0.42** 0.37** -0.02 0.46** - 
Table F: Correlation matrix 
 
